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1 Introduction 

Providing superior customer experience (CX) at the various touchpoints throughout the 

customer journey is seen as a major driver of supplier success (e.g., De Keyser et al., 2015; 

Frow & Payne, 2007; Lemon & Verhoef, 2016). Consequently, the phenomenon as well as 

the opportunities of positively influencing CXs through customer experience management 

(CXM) have been attracting increasing interest of business practitioners and marketing 

researchers (e.g., Homburg et al., 2017; Patrício et al., 2011; Witell et al., 2020). In practice, 

this is reflected in a multitude of CX initiatives and measures by firms in most industries 

around the world; while in research, this trend is mirrored in a wide range of studies dealing 

with the conceptualization of CX, its antecedents and outcomes as well as the means to shape 

CXs through CXM (e.g., Becker & Jaakkola, 2020; Homburg et al., 2017; Lemon & Verhoef, 

2016).  

However, the vast majority of these studies focus on CX and CXM in the consumer 

(B2C) sector (Homburg & Tischer, 2023), although their practical importance for business-to-

business (B2B) settings is repeatedly emphasized (Bolton et al., 2006; Lemke et al., 2011, 

Witell et al. 2020; McColl-Kennedy et al., 2019; Zolkiewski et al., 2017). For instance, 

according to the recent trend study of the Institute for the Studies of Business Markets 

(ISBM), to “create innovative customer experiences” is ranked no. 2 among the top 

challenges for B2B marketers (Wuyts, 2021). However, considering that extreme outcomes 

across the customer journey can have significant positive and negative effects on renewing 

contracts in a B2B context (Bolton et al., 2006), it is even more critical that B2B 

organizations are obviously struggling in their CXM efforts (Homburg & Tischer 2023). For 

instance, intelligence from the field suggests that about 80% of B2B suppliers fail to deliver 



unique customer experiences and lag behind B2C firms regarding the implementation and 

success of their CXM initiatives (Maechler et al., 2016, Wiersema, 2013). And a recent 

McKinsey report highlights that firms offering industrial services have difficulties to keep up 

with rising expectations regarding their customers’ experiences (Lavandier et al., 2021).  

These practical challenges of CXM in business markets are mirrored in research, as 

Ulaga (2018) states that “creating superior competitive advantage through customer 

experience management – especially in Business-to-Business Markets – still represents a 

vastly under-researched domain” (p. 81). We see the main reason for this development in the 

fact that, with few exceptions (e.g., Homburg & Tischer 2023, Witell et al., 2020), existing 

literature still falls short of thoroughly conceptualizing business CX (BCX), mainly for two 

reasons. First, studies that focus on the B2B sector typically investigate the suppliers’ CMX 

activities (e.g., Homburg & Tischer 2023, Witell et al., 2020, Zolkiewski et al., 2017), hence 

neglecting the customer side to a large extent and thus also the specifics of BCX. Second, 

since customer experience literature has traditionally centered on the consumer context (e.g., 

Becker & Jaakkola, 2020), studies that focus on BCX often apply the tenets and assumptions 

of this literature without deeply considering the specific characteristics of organizational 

settings and their influence on BCX (e.g., Kuppelwieser & Klaus, 2021).  

Against this backdrop, the goal of this paper is to conceptualize business customer 

experience (BCX). To achieve this goal, we perform a theory adaptation (Jaakkola, 2020). 

More specifically, we first challenge the current understanding of BCX and present four 

aspects that must be considered for the conceptualization of BCX: (1) the multidimensionality 

of BCX, (2) the multi-personality of the experiencing actor, (3) the existence of multiple 

customer journeys, and (4) the multiple reference subjects of customer experience in an 

organizational context. Next, we use phenomenology and sensemaking literature to provide a 

conceptualization of BCX that considers these different aspects. 

 



References 

Becker, L. & Jaakkola, E. (2020). Customer experience: Fundamental premises and 
implications for research. Journal of the Academy of Marketing Science, 48, 630-648. 

Bolton, R. N., Lemon, K. N., & Bramlett, M. D. (2006), The Effect of Service Experiences 
over Time on a Supplier’s Retention of Business Customers, Management Science, 52 
(12), 1811-1823. 

De Keyser, A., Lemon, K. N., Keiningham, T. & Klaus, P. (2015), A Framework for 
Understanding and Managing the Customer Experience, MSI Working Paper Series 
(15-121). Cambridge, MA: Marketing Science Institute. 

Frow, Pennie and Adrian Payne (2007). Towards the ‘Perfect’ Customer Experience, Journal 
of Brand Management, 15(2), 89-101. 

Homburg, C., Jozić, D., & Kuehnl, C. (2017). Customer experience management: Toward 
implementing an evolving marketing concept. Journal of the Academy of Marketing 
Science, 45(3), 377–401. 

Homburg, C., & Tischer, M. (2023). Customer journey management capability in business-to-
business markets: Its bright and dark sides and overall impact on firm performance. 
Journal of the Academy of Marketing Science, ttps://doi.org/10.1007/s11747-023-
00923-9. 

Jaakkola, E. (2020). Designing Conceptual Articles: Four Approaches, AMS Review, 10, 18-
26. 

Kuppelwieser, V. G., & Klaus, P. (2021). Measuring customer experience quality: The EXQ 
scale revisited. Journal of Business Research, 126, 624–633. 

Lavandier, H., Yeon, H., Muthiah, S., Neher, K. & Trottier, S. (2021). How to boost growth 
in industrial services: Better customer experience, McKinsey & Company, July 2021 

Lemke, F., Clark, M., & Wilson, H. N. (2011). Customer experience quality: An exploration 
in business and consumer contexts using repertory grid technique. Journal of the 
Academy of Marketing Science, 39(6), 846-869.  

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout the 
customer journey. Journal of Marketing, 80(6), 69–96. 

Maechler, N., Sahni, S., & van Oostrum, M. (2016). Improving the business-to-business 
customer experience. https://www.mckinsey.com/business-functions/marketing-and- 
sales/our-insights/improving-the-business-to-business-customer-experience  

McColl-Kennedy, J. R., Zaki, M., Lemon, K. N., Urmetzer, F., & Neely, A. (2019). Gaining 
Customer Experience Insights That Matter, Journal of Service Research, 22(1), 8-26 

Patrício, L., Fisk, R. P., Falcão e Cunha, J., & Constantine, L. (2011). Multilevel service 
design: From customer value constellation to service experience blueprinting. Journal 
of Service Research, 14(2), 180–200. 

Ulaga, W. (2018). The journey towards customer centricity and service growth in B2B: A 
commentary and research directions, AMS Review, 8(1), 80–83. 

Witell, L., Kowalkowski, C., Perks, H., Raddats, C., Schwabe, M., Benedettini, O., & Burton, 
J. (2020). Characterizing customer experience management in business markets. 
Journal of Business Research, 116, 420-430. 

Wuyts, Stefan (2021). 2021 ISBM B2B Trend Study, Institute for the Study of Business 
Markets, PennState Smeal College of Business 

Zolkiewski, J., Story, V., Burton, J., Chan, P., Gomes, A., Hunter-Jones, P., O’Malley, Ö., 
Peters, L. D., Raddats, C., & Robinson,W. (2017). Strategic B2B customer experience 



management: The importance of outcomes-based measures. Journal of Services 
Marketing, 31(2), 172–184. 


